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Tear Here 
and Collect 
$ 5 , 400 . 00 * 


Quarterback 
Your station 
To Big 
Football 
Bucks 


Act fast and you can offer local sports-oriented advertisers one of 
the nation's most exciting football programs available, from the UPl 
Audio Network. Year after year, it pulls the ratings... 
and the sponsors. 

FOOTBALL ANALYSIS is an 18-week series which 
runs from August 22 through December 25. Timed 
at 11:30, plus three commercial cutaways per show. 

That totals 54 commercial avails over the series, 
and more if you air each program more than once. 

And you can...right up to the first kickoff each week. 

College Preview starts the series; the following week there's Pro 
Preview; then 16 weeks of UPl's high-powered previews, interviews, 
super picks and predictions. 

If you're already a UPl Audio Network affiliate, tear out the opposite 
page and take it to all of your potential sponsors right away. 

If you’re not yet an affiliate, tear out the page anyway, and see how 
easy it is to sell this popular sports program. Then give us a call 
and we’ll plug you in fast. A quick sellout of FOOTBALL ANALYSIS 
could go a long way toward paying for your total network affiliation. 
The UPl Audio Network offers 400 programs every week, includ¬ 
ing 66 sportscasts, five sports commentaries and five sports 
interview shows. 



For more information, contact your UPl regional executive, or call 
Dave Donovan, UPl Audio's general manager, at (212) 850-8689. 

* Based on $50 per commercial with two airings of each program. 

Actual amount depends on particular rate card and frequency of 
programs scheduled. 


United Press International 

220 East 42 Street • New York N.Y 10017 



SEPTEMBER SEPTEMBER SEPTEMBER SEPTEMBER AUGUST AUGUST 

26-2 19-25 12-18 5-11 29-4 22-28 


FastAction 
Fast Sales 


with your sponsorship 

of our weekly program Football Analysis 



Each week we'll broadcast 15 
minutes of exciting previews, 
interviews with players and 
coaches, super picks and 
straight-arrow predictions .. 
as only UNITED PRESS 
INTERNATIONAL can...for 
all the major pro and college 
games. No wonder so many of 
your customers will make it a 
regular listening habit all foot¬ 


ball season long. And, there 
are three commercials in each 
program...three chances to 
deliver your advertising mes¬ 
sage to a very receptive 
audience 


The following commercial 
availabilities won’t be 
open long... so sign up 
for yours right away! 
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Radio-TV’s football tab: $493.7 million 


New NFL, NCAA pacts main reason 
for 1 35% rise in rights payments; 
cable puts total over half-billion; 
Super Bowl 30 to cost $400,000 

Broadcast rights payments for football this 
season will skyrocket to almost a half¬ 
billion dollars. 

Networks, local stations and other rights 
holders have committed $493,737,000 for 
the opportunity to cover the gridiron ac¬ 
tion nationwide. That's a 135% increase 
over last year's $210,188,000 total. That 
also assumes, of course, that a possible 
National Football League players strike 
doesn't materialize. 

The ballooning of rights costs is trace¬ 
able basically to a new NFL contract. The 
league pumped up the TV networks' total 
payment for the 1982 season to more than 
two and a half limes its 1981 size: about 
$414 million for the upcoming season ver¬ 
sus about $161.1 million for 198l's. 

Elsewhere, the National Collegiate 
Athletic Association nearly doubled its 
take, getting $29.5 million twice (once 
from ABC and once from CBS) whereas in 
1981 it got $31.5 million once, from 
ABC alone. Local radio and TV rights 
holders also were paying more this year for 
professional and college games. 

For the season —which was to begin last 
Saturday (Aug. 7) with the Hall of Fame 
game in Canton, Ohio— Broadcasting’s 
annual survey of the networks, stations, 
professional clubs and colleges breaks 
down the 1982 TV-radio rights package 
this way: 

■ $479,000,000 from the television and 
radio networks for college and professional 
games, up from $199,255,000 last year. 

■ $8,583,000 from local radio stations 
or rights holders for NFL preseason and 
regular season games, up from $6,455,- 
000 . 

■ $2,684,000 for local TV rights for 
NFL preseason games, up from $1,248,- 
000 . 

■ $3,470,000 for local radio and 
delayed TV rights for major college games, 
up from $3,230,000. 

That $493.7-million total is exclusive of 
cable payments this year that will push 
overall rights past the half-billion mark 
(“Closed Circuit," Aug. 2). Three cable 
systems —USA Network, ESPN and 
Turner Broadcasting's wtbs(TV)- will 
spend a total of close to $19 million on 
professional (Canadian) and college foot¬ 
ball rights this year. The lion's share of 
that sum is being put up by Turner Broad¬ 
casting, which spent $17.6 million for an 
NCAA contract. That figure does not in¬ 
clude the reported $15 million or so being 
spent by ESPN toward an exclusive two- 
year cable pact with the fledgling United 
States Football League, scheduled to begin 
in March of 1983 (see page 49). 

As for ABC, CBS and NBC's payments 
to the NFL, the figures are estimates. 


based on the best information available. 
The new five-year contract, signed earlier 
this year (Broadcasting, March 29), is 
believed to total approximately $2.07 
billion, split up as follows: ABC-TV about 
$680 million, CBS-TV about $740 million 
and NBC-TV about $650 million. On an 
average annual basis, ABC would be pay¬ 
ing $136 million, CBS $148 million and 
NBC $130 million. 

For that kind of money, ABC gets what 
it paid an estimated $59.7 million for in 
1981, plus the Super Bowl for the first 
time (in 1985) and, beginning this year, 
six instead of five prime-time regular- 
season games outside its 16-game Monday 
Night Football lineup. CBS, which paid an 
estimated $57 million for its 1981 rights, 
including $6 million for this year's Super 
Bowl, gets for its extra money three pre¬ 
season games instead of two. NBC, which 
paid approximately $45 million for its part 
of the 1981 season, also gets three instead 
of two pre-season games; it also gets its 
1985 Super Bowl turn deferred a year, to 
let ABC into the rotation, but in the mean¬ 
time continues to alternate the January 
classic with CBS. 

What all three networks really got to 
make their stepped-up money more nearly 
worthwhile, however, in the opinion of 
many observers, was the NFL's commit¬ 
ment to keep live coverage of its games off 
cable for the duration of the contract—a 
commitment not found in the new NCAA 
contracts with ABC and CBS. The NFL 
also gave the three networks an extra shot 
at getting their money back, raising per¬ 
missible commercial time to 24 instead of 
23 minutes per game. 

The NCAA's new broadcast TV deal, 
admitting CBS to a schedule formerly ex¬ 
clusive to ABC, runs for four years and 
provides for the two networks to share and 
share alike, including costs. NCAA put 
the total rights figure for the four years, 
starting this fall and continuing through 
1985, at $263.5 million, with each of the 
two networks paying $29.5 million this 
year, $32 million in 1983, $34.25 million 
in 1984 and $36 million in 1985. Under 
the old contract ABC had the network field 
to itself and paid an average of $31.5 
million a year for the privilege. Its 
average—and CBS's—under the new deal 
is a tad over $32.9 million. 

On the radio side, ABC, CBS, Mutual 
and NBC are spending about $6 million 
for rights to college and pro games. Most 
of this comes from CBS Radio, now going 
into the third year of a four-year contract 
believed to average $3,025,000 a year. 

Here's how the networks plan to use 
what they've bought for the 1982 season: 

ABC-TV launched its preseason Satur¬ 
day with the Hall of Fame game, be¬ 
tween Baltimore and Minnesota. It'll have 
two NFL preseason Friday-night games, 
Aug. 20 and Aug. 27, before opening its 
13th season of Monday Night Football. 


That series will encompass 21 games this 
year instead of last year's 20. The total 
breaks down to 16 Monday-night games 
(starting time 9 p.m. NYT), three Thurs¬ 
day-night games (Sept. 16 and 23 and Dec. 
2) and two Sunday-night games (Oct. 24 
and Dec. 19). 

ABC-TV's regular-season opener will 
be Pittsburgh at Dallas on Monday, Sept. 
13. 

In college football, ABC is sharing 
NCAA games with CBS-TV, covering 
some 35 games regionally or nationally 
and providing each affiliate with 14 instead 
of last year's 23. First choice of game and 
time will be divided between the two net¬ 
works. As in the past, most of the NCAA 
games will be Saturday afternoons, but 
ABC's opener will again be on the Mon¬ 
day night (Sept. 6) preceding the start of 
NFL Monday Night Football This year's 
NCAA opener will be last year's college 
champion, Clemson, vs. Georgia. Another 
NCAA prime-timer, Notre Dame vs. 
Michigan, is set for Saturday, Sept. 18. 

ABC reports sales approaching year-ago 
levels, amounting to about 55% for the 
NCAA games and 70% for NFL's. 

For the NFL lineup, the network is 
offering a three-year rate protection deal in 
which each 30-second spot goes for 
$150,000 this year, about $165,000 in 
1983 and $182,000 in 1984. Advertisers 
buying only for the current season risk a 
rise into the $170,000 to $172,000 range 
per spot next year. 

For ABC's college games, advertisers 
may buy two-year packages in which the 
price per 30 will be $60,000 both this year 
and next. Or they may buy for this year 
only and pay less—$58,000 per spot—but 
face the prospect, if they return in 1983, of 
higher prices that will carry their two-year 
average above $60,000. 

Major sponsors set thus far for the NFL 
games include Anheuser-Busch (through 
D'Arcy, MacManus & Masius), Miller 
Brewing (Backer & Spielvogel), Datsun 
(William Esty Co. ), Chevy Trucks 
(Campbell-Ewald), Buick (McCann- 
Erickson), Kero-Sun and Merrill Lynch, 
Pierce, Fenner & Smith (both Young & 
Rubicam) and Mattel (Ogilvy & Mather). 
Major NCAA sponsors on ABC include 
Goodyear and Chevrolet (both Campbell- 
Ewald), Anheuser-Busch (D'Arcy), 
Miller (Backer & Spielvogel), Colt 45 
(W.B. Doner) and regional buys by three 
beers, Coors (Ted Bates & Co.), Strohs 
and Schaefer (both Doyle Dane 
Bernbach). 

ABC will have two college bowls: the 
Gator, Dec. 30, and Sugar, Jan. 1, both in 
prime time, and the NFL Pro Bowl Feb. 6, 
Sunday afternoon. It's too early to talk 
about bowl sales, ABC officials say, but 
they have set 30-second price tags at 
$60,000 each in the Gator, $90,000 each in 
the Sugar and $65,000 each in the Pro. 

CBS-TV will cover 107 NFL games this 
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‘Within one week after FirstCom’s 
visit, we sold $80,000 in new 
business. IVe expect much more. 

The sales staff is excited and 
the sky’s the limit.” 

Wayne Walker, G.M., KEGL Dallas 


In today’s market your people need more than 
sales know-how. They need to dramatize 
how the “right” commercial can vastly 
increase the sales of cost-conscious advertis¬ 
ers. Our service fits that bill exactly. We 
provide stations like yours a total creative 
marketing plan. 

For your salesperson, we’ve worked out 
a totally, complete, ready-to-use Sales Pre¬ 
sentation, including the most eye-catching 
and engaging A/V’s you’ve ever seen. Even 
your newest salesperson will easily close 
S out of 10 presentations. 

Here are what some of your contemporaries 
are saying: 

Roger Dodson, General Manager, KEYN, 
Wichita: “We signed over $100,000 in new 
business within 30 days. It’s a must for 
every station to immediately increase their 
bottom line.” 

Stanton Vogin, Account Executive, KYW, 
Philadelphia: “Within a matter of days, we 
signed an annual contract of $104,000 to an 
automobile dealer who had not been on our 
station in three years!” 

Charles Smithgall III, President, WRNG, 
Atlanta: “This is a unique concept, and 
to my knowledge, the first time that great, 
nationally known talent has been made 


affordable to smaller advertisers. This service 
generated contracts in excess of $155,000 
in new business.” 


We want to prove to you—with specific 
dollar figures—that you can quickly 
increase revenue by $25,000 to $100,000. In 
two months tops. And continuously from 
that point on. 

We need to talk with you fast. 

A station in your market will soon get 
an exclusive. May we supply full 
details on an obligation-free basis? 

Simply send us the coupon below 
or call May Moseley at our 
toll free number 1-800- 
527-0135. 

"Vour sales people will 
thank you—and so will 
hundreds of soon-to- 
be advertisers on 
your station. 


A 
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year and, under the new sharing arrange¬ 
ment with ABC, will also cover 35 NCAA 
college games. 

The preseason opens Aug. 14 with the 
first of three NFL Saturday exhibition 
games, Los Angeles Raiders at San Fran¬ 
cisco. starting at 3 p.m. NYT The other 
preseason contests are Dallas vs. San 
Diego, Aug. 21, 9 p.m. and Houston vs. 
Dallas, Sept. 4, 9 p.m. 

The regular-season lineup, totaling 80 
NFC and 20 interconference games, kicks 
off Sept. 12 with six games broadcast 
regionally. Doubleheaders will be carried 
on eight Sundays (Sept. 19, Oct. 3, 17 and 
31, Nov. 14 and 21 and Dec. 5 and 26), 
and there will be three national games 
(New York Giants and Detroit on 
Thanksgiving Day [Nov. 25], Philadelphia 
and New York Giants on Dec. 11 and the 
Los Angeles Rams and Raiders on Dec. 
18) 

With this the season for NBC to carry 
the Super Bowl (XVII), CBS’s postseason 
lineup will consist of the NFC’s first- 
round playoffs on Sunday, Jan. 2, the NFC 
divisional playoffs Saturday, Jan. 8 and 
Sunday, Jan. 9, and the NFC champion¬ 
ship Jan. 16. 

In the new deal with NCAA, CBS-TV 
like ABC-TV will cover eight games na¬ 
tionally and 27 regionally, providing each 
affiliate with 14 contests during the sea¬ 
son. To minimize conflicts between the 
networks, one will start early and the other 
late on most Saturdays when both have 
games scheduled, for specified Saturdays 
CBS will have first choice of game and 
time, while ABC will have second choice; 
for the other Saturdays, the selection order 
will be reversed. 

CBS’s NCAA schedule starts Thursday, 
Sept. 9, with Pittsburgh vs. North Carolina 
at 9 p.m. NYT, one of four national games 
announced by CBS thus far. The others: 
Oklahoma-Nebraska, Friday, Nov. 26, 
2:45 p.m.; Notre Dame-USC, Saturday, 
Nov. 27, 3:45 p.m., and Army-Navy, 
Saturday, Dec. 4, 12:35 p.m. 

CBS-TV also will have four college bowl 
games: the Blue-Gray starting at noon 
Christmas Day, followed by the Sun at 3 
p.m., the Peach on Dec. 31 at 3 p.m. and 
the Cotton on New Year’s Day at 2 p.m 

CBS-TV officials declined to discuss 
pricing, but other sources estimated that 
30-second announcements in regular- 
season NFL games were pegged, on 
average, at about SI25,000, up from 
SI00,000 a year ago. For the new-to-CBS 
NCAA games, 30’s were estimated to be 
in the S55,000-to-S60,000 range. 

CBS Radio goes into its fifth NFL 
season with a lineup of 37 games, one 
more than last year. There will be 27 regu¬ 
lar-season games, mostly starting at 8:50 
NYT, plus the AFC and NFC first-round 
playoffs, the four divisional playoffs, the 
two divisional championship games, the 
Super Bowl and the NFL Pro Bowl. The 
opener will be Pittsburgh vs. Dallas at 8:50 
p.m. Monday, Sept. 13. 

In addition to pregame and halftime 
shows with each game, there’ll be special 
programs: Pro Football Hall of Fame Re¬ 
ports, Aug. 7; NFL 1982 Preview, running 


Sept. 6-11; a 20-part Super Bowl special, 
Jan. 29-30, and Cotton Bowl Preview, Dec. 
31 

The CBS Radio schedule also includes 
three college bowls: the Sun, Dec. 25; Cot¬ 
ton, Jan. 1, and Senior, Jan. 22. 


Network lineups 

ABC-TV 


Pro Hall of Fame Game 

Aug. 7 

NFL preseason games 

Aug. 20 

NCAA college games 

Sept. 6 

NFL Monday Night Football 

Sept. 13 

NFL prime time mini-series 

Sept. 16 

Gator Bowl 

Dec. 30 

Sugar Bowl 

Jan. 1 

Pro Bowl 

Feb. 6 

CBS-TV 


NFC preseason games 

Aug. 14 

NFC regular season games 

Sept. 12 

NFC divisional playoffs 

Jan. 2.9 

NFC championship 

Jan. 16. 

Blue-Gray game 

Dec. 25 

Sun Bowl 

Dec. 25 

Peach Bowl 

Dec. 31 

Cotton Bowl 

Jan. 1 

NBC-TV 


AFC preseason games 

Aug. 21 

AFC regular season games 

Sept. 12 

Fiesta Bowl 

Jan. 1 

Rose Bowl 

Jan. 1 

Orange Bowl 

Jan. 1 

AFC divisional playoffs 

Jan. 2,9 

AFC championship 

Jan. 16 

Hula Bowl 

Jan. 15 

Super Bowl 

Jan. 30 

CBS Radio 


Package of 37 NFL games 


including Monday-night games 

and others, and all post-season 

games. 

Sept. 13 

Sun Bowl 

Dec. 25 

Cotton Bowl 

Jan. 1 

Senior Bowl 

Jan. 22 

Mutual Radio 


Notre Dame and various other college 

games 

Sept. 4 

NFL games 

Sept. 12 

Holiday Bowl 

Dec. 17 

Liberty Bowl 

Dec. 29 

Gator Bowl 

Dec. 30 

Hall of Fame classic 

Dec. 31 

Sugar Bowl 

Jan. 1 

NBC Radio 


Fiesta Bowl 

Jan. 1 

Rose Bowl 

Jan. 1 

Orange Bowl 

Jan. 1 


The radio network sells its NFL games 
in packages, and although it won’t say 
what the prices are, Michael Ewing, vice 
president and general manager, reports the 
response is good. "’Advertiser acceptance 
has been positive and the outlook con¬ 
tinues to look good,' 1 he said. “We antici¬ 
pate good sell out.” Sponsors include 
Anheuser-Busch (D’Arcy, MacManus & 
Masius), Regal shoes (Hanley Partner¬ 
ship), CBS Entertainment division (in- 
house), Dap Inc. caulking products 
(Griswold, Eshleman), Ford Motor parts 
and service (Young & Rubicam), S-K 
Tools (Brand Advertising Inc.), Prestone 
(Leo Burnett), Frito Lay (Foote, Cone & 
Belding), Buick (McCann-Erickson) and 
Locktite automotive and adhesive pro¬ 
ducts (J. Walter Thompson Co.). 

Mutual is offering an expanded 
schedule of college and pro ball. It will 
again carry 16 NFL Sunday-afternoon 
games, starting Sept. 12 with Miami at the 
New York Jets. Game time for the NFL 
series is 3:45 p.m., NYT. In addition. 
Mutual will again carry on a regional basis 
the games of four NFL teams: the Pitts¬ 
burgh Steelers, the Kansas City Chiefs, 
the Atlanta Falcons and, replacing the 
Dallas Cowboys in this group, the 
Houston Oilers. There will be 20 games 
for each of the teams, and there are re¬ 
ports that Mutual is close to a deal adding 
two games to the list for 1983 and perhaps 
1984 and 1985. 

On the college side. Mutual is entering 
its 15th year of Notre Dame football. 
There’ll be 11 Notre Dame games again, 
plus nine other major college match-ups— 
four more than last year —for a total of 20. 
On a regional basis, Mutual will carry 63 
Southwest Conference games on about 
200 stations in Texas, Arkansas and 
Oklahoma. 

Mutual's college bowl lineup includes 
the Holiday, Dec. 17; Liberty, Dec. 29; 
Gator, Dec. 30; Hall of Fame Classic, Dec. 
31, and Sugar, Jan. 1. 

NBC-TV opens its NFL preseason slate 
Saturday, Aug. 21, with an exhibition 
game between New York Jets and 
Houston at 1 p.m. NYT. Two other 
preseason games are scheduled: San Fran¬ 
cisco and San Diego a week later at 9 p.m. 
and New York Giants and Miami the 
following Friday, Sept. 3, at 8 p.m. 

NBC’s regular season, totaling 103 
games—80 AFC matches, 23 interdivi¬ 
sion—starts Sunday, Sept. 12, with 
doubleheader regional feeds. There will be 
seven other doubleheader Sundays (Sept. 
26; Oct. 10, 24; Nov. 7, 28, and Dec. 12, 
19) and three national games (Cleveland- 
Dallas on Thanksgiving Day, San Diego- 
San Francisco Dec. 11 and New York Jets- 
Miami Dec. 18). 

Post-season, NBC has the AFC wild¬ 
card playoff Sunday, Jan. 2; AFC divi¬ 
sional playoffs Saturday Jan. 8 and Sunday 
Jan. 9, AFC championship Sunday, Jan. 
16, and Super Bowl Jan. 30. 

For the Super Bowl, NBC has set its 
price tag at $400,000 per 30-second spot, 
up about 16% from last year's $345,000 on 
CBS. For its other games, NBC officials 
say they’re adding approximately 25% to 
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Local radio’s pre- and regular-season NFL coverage 


Team Originator Regional network. Team Originator 

games scheduled; 
rights holder 


Regional network, 
games scheduled; 
rights holder 



-AFC East — 


Baltimore Colts 

WCBM Baltimore 

Regional net. of 32; 
five preseason 
games and 16 regu¬ 
lar season games; 
station holds rights, 
with Metrosports 
handling network. 

Buffalo Brils 

WBEN Buffalo 

Regional net. of 15; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Miami Dolphins 

WIOD Miami 

Regional net. of 20; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights; 
Spanish broadcast 
by WQBA Miami. 

New England Patriots 

WEEl Boston 

Regional net. of 30- 
plus; four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

New York Jets 

WCBS New York 

No regional net.; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 


Cincinnati Bengals 


Cleveland Browns 


Houston Oilers 


Pittsburgh Steelers 


AFC Central 

WLW Cincinnati 


WHK Cleveland 


KTRH Houston 


WTAE Pittsburgh 


Regional net. of 60; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 
Regional net. of 39; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 
Mutual Broadcast¬ 
ing System net. of at 
least 100; four 
preseason games 
and 16 regular 
season games; 
Mutual holds rights. 

Mutual Broadcast¬ 
ing System net. of 
70-110 stations; 
four preseason 
games and 16 regu¬ 
lar season games; 
Mutual holds rights. 


-AFC West- 

Denver Broncos KOA Denver Regional net. of 42; 

four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 


Kansas City Chiefs 


Dallas Cowboys 


New York Giants 


St. Louis Cardinals 


KCMO Kansas City 


-NFC East 

KRLD Dallas 


WNEW New York 


KMOX St. Louis 


Mutual Broadcast¬ 
ing System net. of 
75; four preseason 
games and 16 regu¬ 
lar season games; 
Mutual holds rights. 
Regional net. TBA; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 
Regional net. of 23; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights, 
with Metrosports 
handling network. 
Regional net. of 47; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 


Texas State Network 
of 225 (multi-state 
carriage); four 
preseason games 
and 16 regular 
season games. 
Metromedia holds 
rights for network 
and originating sta¬ 
tion. 

Regional net. of 
25-30; four 

preseason games 
and 16 regular 
season games; sta¬ 
tion holds rights, 
with Metrosports 
handling network. 
Regional net. of 30; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights, 
with Metrosports 
handling network. 

Regional net. of 
about 50; four 
preseason games 
and 16 regular 
season games; sta¬ 
tion holds rights. 

Regional net. of 
90-100; four 
preseason games 
and 16 regular 
season games; sta¬ 
tion holds rights, 
with Metrosports 
handling network. 


Washington Redskins WMAL Washington 


Chart continues on page 42. 


Los Angeles Raiders KNX Los Angeles 
(Federal court of appeals to hear oral 
arguments Aug. 10 in San Francisco on 
request by NFL and Oakland Coliseum for 
order to keep Raiders in Oakland this season.) 

San Diego Chargers KSDO San Diego 


Seattle Seahawks KIRO Seattle 


Philadelphia Eagles WIP Philadelphia 
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Local radio chart continued from page 41. 
Team Originator 


Chicago Bears 


Detroit Lions 


Green Bay Packers 


Minnesota Vikings 


Tampa Bay 
Buccaneers 


— NFC Central 

WBBM Chicago 

WJR Detroit 

WTMJ Milwaukee 

WCCO Minneapolis- 
St. Paul 


WDAE Tampa 


Regional network, 
games scheduled; 
rights holder 


No regional net.; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Regional net. of 40- 
plus; four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Regional net. of 76; 
four preseason 
games and 16 regu¬ 
lar season games: 
station holds rights. 

Regional net. of 25; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Regional net. of 33: 
four preseason 


Team 


Atlanta Falcons 


Los Angeles Rams 


New Orleans Saints 


Originator 


— NFC West 

WGST Atlanta 


KMPC Los Angeles 


WWL New Orleans 


Regional network, 
games scheduled; 
rights holder 

games and 16 regu¬ 
lar season games; 
station holds rights. 


Mutual Broadcast¬ 
ing System net. of 
121; four preseason 
games and 16 regu¬ 
lar season games; 
Mutual holds rights. 

Regional net. of 20; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Regional net. of 40; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 

Regional net. of 19; 
four preseason 
games and 16 regu¬ 
lar season games; 
station holds rights. 


San Francisco 49ers KCBS San Francisco 


last year's prices. For the AFC games, 30’s 
are pegged at $100,000, up from $80,000 
last year. For the playoffs, the average is 
$175,000, up from $140,000. For the AFC 
championship, it goes to $212,500 from 
$170,000. 

NBC again has three college bowls on 
Jan. 1 and is adding the Hula on Jan. 15. 
On New Year’s Day, the Fiesta Bowl, at 
1:30 p.m., is priced at $62,500 per 30, 
compared with $50,000 a year ago; 30’s in 
the Rose, at 4:30, are pegged at $212,500 
each, compared with $170,000, and in the 
Orange, at 8 p.m., they’re $187,000, com¬ 
pared with $150,000. For the Hula, which 
is moving from ABC, game time has not 
been set, but price of a 30 is set at $60,000. 

NBC sales officials say it’s too early for 
firm advertiser commitments for the bowl 
games, including the Super, but that major 
sponsors set for NBC coverage of AFC 
games, playoffs and championship include 
Alcoa (through Creamer, Dickson, 
Basford), Anheuser-Busch (D’Arcy, Mac- 
Manus & Masius), Chevrolet (Campbell- 
Ewald), Chrysler (Kenyon & Eckhardt), 
Lincoln-Mercury (Young & Rubicam), 
Mazda (Foote, Cone & Belding), Pontiac 
(D’Arcy), Seiko watches (ACR Advertis¬ 
ing) and Union Carbide (Leo Burnett 
Co.). 

NBC Radio will carry three college 
bowls—Rose, Fiesta and Orange, all Jan. 
1. A spokesman said details on rates and 
sponsors were not yet available. 

Mizlou Productions, New York, has ar¬ 
ranged a schedule of five bowl games this 
season (down from six last year): the In¬ 
dependence Bowl on Dec. II (8 p.m. 
NYT); Holiday Bowl, Dec. 17 (9 p.m. 


NYT); Tangerine Bowl, Dec. 18 (8 p.m. 
NYT): Hall of Fame Classic, Dec. 31 (1 
p.m. NYT) and Blue Bonnet Bowl, Dec. 
31 (8 p.m. NYT). This year Mizlou is pre¬ 
senting two one-hour football specials— 
one of the legendary Alabama football 
coach, Paul (Bear) Bryant, which is being 
offered to TV stations for airing in late 
August or early September and another 
that will be a mid-December preview of 
the football bowls. 

NFL union problem, condition 
of economy has minimal 
effect on local football sales 

Despite the uncertainty caused by the 
possibility of a players’ strike and the 
depressed economy, the majority of the 
local radio and TV rights holders told 
Broadcasting that the 1982 sales pace is 
ahead of last year. However, there were 
varying patterns: Some say they are only 
minimally ahead, many are having a 
blockbuster season and, in some in¬ 
stances, stations reported they were lag¬ 
ging behind last year, usually attributed to 
the economy in certain local communities. 

The Cincinnati Bengals' appearance in 
the Super Bowl last winter, though they 
didn’t win, is making life easier at 
wlw(am) and wlwt(tv) Cincinnati. “All 
in-game positions have been sold out and 
all network positions have been sold out," 
said Bernie Kvale, general manager of the 
radio station. Major advertisers include 
Budweiser, Chevrolet, Marathon Oil and 
Frisch's Big Boy restaurants. 

On the TV side, Rob Kreighoff, national 
sales manager, reports sales “considera¬ 


bly" better than a year ago. Anheuser- 
Busch, the Fifth Third Bank of Cincinnati 
and Toyota dealers are major TV sponsors. 

At wtmJ(am) Milwaukee, going into its 
51st year as the radio flagship for the 
Green Bay Packers, sales have been “not 
bad,’’ in the cautious words of General 
Manager Don Richards. “There’s a great 
deal of optimism that the Packers are going 
to have a fairly decent year," Richards 
said. “Even when they don’t, there’s a 
great deal of enthusiasm for the team" 
Advertisers sharing the enthusiasm, and 
the major sponsorships, include Pabst, 
Ford, Tru-Value Hardware, Wisconsin 
Telephone and Hillshire Farms. 

On the Packers’ television side, 
enthusiasm was a bit harder to find. Sales 
of the games on TV, said Richard 
Burnton, general manager of wbay-tv 
Green Bay, Wis., “are going about the 
same way sales are going anywhere in the 
upper Midwest—not so good.’’ At that 
time he had three major sponsors set, in¬ 
cluding Pabst and Tru-Value Hardware 
stores. 

In Detroit, despite the depressed econo¬ 
my, sales of radio coverage of the Lions 
look better than in the past couple of 
years, according to James Long, manager 
of wJR(AM). “Some advertisers," Long 
noted, “instead of just buying spot, like to 
relate to something they can promote. A 
sports franchise is great for that." Major 
sponsors of wjr s coverage include Ford, 
Amoco, Anheuser-Busch, Wendy’s 
restaurant chain and the Bank of Com¬ 
merce. 

Sales of TV coverage of the Lions by 
wJBK-Tv also are “going quite well," ac- 
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Local TV preseason NFL coverage 


Team 


Originator 


Regional network, Team Originator 

games scheduled; 
rights holder 


Regional network, 
games scheduled; 
rights holder 


Baltimore Colts 

Buffalo Bills 

Miami Dolphins 

New England Patriots 

New York Jets 


Cincinnati Bengals 

Cleveland Browns 

Houston Oilers 

Pittsburgh Steelers 


Denver Broncos 

Kansas City Chiefs 


San Diego Chargers 

Seattle Seahawks 


AFC East 

WMAR-TV Baltimore 

WKBW-TV Buffalo 

WPLG Miami 

WB2-TV Boston 

WNEW-TV New York 


WLWT Cincinnati 

WKYC-TV Cleveland 

KPRC-TV Houston 

WPXI Pittsburgh 


KOA-TV Denver 

KCMO-TV Kansas City 

TBA 


KGTV San Diego 

KING-TV Seattle 


Regional net. of two; 
three live games, 
one tape delay; sta¬ 
tion holds rights. 

Regional net. of two; 
two live games; sta¬ 
tion holds rights. 

No regional net.; two 
live games, one tape 
delay; station holds 
rights. 

No regional net.; 
three live games; 
station holds rights. 

No regional net.; one 
live game, two tape 
delay (plus rebroad¬ 
casts of each); sta¬ 
tion holds rights. 


Regional net. of four; 
one live game; two 
tape delay; station 
holds rights. 

No regional net.; 
three live games; 
station holds rights. 
No regional net.; two 
live games if sold 
out, tape delay if 
not; one tape delay; 
station holds rights. 

Regional net. of 
three; four live 
games; station 
holds rights. 


No regional net.; 
four live games; sta¬ 
tion holds rights. 

No regional net.; two 
live games, two tape 
delay; station holds 
rights. 

No regional net.; one 
live game; two 
others live if sold 
out, tape delay if 
not; Bob Speck 
Prods, holds rights. 

No regional net.; two 
live games (with 
rebroadcasts of 
each); station holds 
rights. 

No regional net.; 
four live games; sta¬ 
tion holds rights. 


Dallas Cowboys- 

New York Giants 

Philadelphia Eagles 

St. Louis Cardinals 

Washington Redskins 


Chicago Bears 

Detroit Lions 

Green Bay Packers 

Minnesota Vikings 

Tampa Bay 
Buccaneers 


Atlanta Falcons 

Los Angeles Rams 


NFC East- 

KXAS-TV Dallas-Fort 
Worth 

WPIX New York 

WCAU-TV Philadelphia 

KSDK-TV St. Louis 

WJLA-TV Washington 


WBBM-TV Chicago 

WJBK-TV Detroit 

WBAY-TV Green Bay 

WCCO-TV Minneapolis- 
St. Paul 

WTOG Tampa- 
St. Petersburg 


WAGA-TV Atlanta 

KTTV Los Angeles 


No regional net.; 
four tape delay; 
Nevin Lyerly Prods, 
of Austin holds 
rights. 

No regional net.; one 
live game, two tape 
delay (plus rebroad¬ 
casts of delayed 
games); station 
holds rights. 

No regional net.; 
three live games; 
station holds rights. 
No regional net.; 
three live games; 
Anheuser-Busch 
holds rights. 

No regional net.; 
three live games; 
one other live if sold 
out. tape delay if 
not; station holds 
rights. 


Regional net. of 
about six; two live 
games, two tape 
delay; station holds 
rights. 

No regional net.; two 
live games, two tape 
delay; station holds 
rights. 

Regional net. of six; 
three live games; 
station holds rights. 

Regional net. of two; 
two live games; sta¬ 
tion holds rights. 

Regional net. of two: 
one live game, three 
tape delay; station 
holds rights. 


No regional net.; two 
live games; one 
other game live if 
sold out. tape delay 
if not; station holds 
rights. 

No regional net.; one 
live game; three 
other games live if 
sold out. tape delay 
if not; station holds 
rights. 


Chart continues on page 48. 


AFC Central 


AFC West 


Los Angeles Raiders 

(Federal court of appeals to hear oral 
arguments Aug. 10 in San Francisco on 
request by NFL and Oakland Coliseum for 
order to keep Raiders in Oakland this season.) 


NFC Central 


NFC West 
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TV Programming is the key to profitability - and 
kalz Sports offers the best sports product available 
for syndication. 

Katz Sports is the best because we have the best 
people developing and packaging sports-people who 
know the sports marketplace. 

Katz Sports-fast becoming the number one syn¬ 
dicator of premiere sporting events. 



KAT7 iiPORT'S /* 3 YIR-OH OF KATZ COVMUNISA - DN=. INC 






TV chart continues from page 44. 


Team 


New Orleans Saints 


Originator 


WWL-TV New Orleans 


Regional network, 
games scheduled; 
rights holder 

Regional net. of 
nine; two live 
games, two tape 
delay; station holds 
rights. 


Team 


San Francisco 49ers 


Originator 


KPIX San Francisco 


Regional network , 
games scheduled; 
rights holder 

No regional net.; one 
game live if sold out, 
tape delay if not; 
one tape delay; sta¬ 
tion holds rights. 


cording to Bill Flynn, station manager. 

In Cleveland, Ron Jones, general man¬ 
ager of whk(am), said radio sales for the 
Browns games have not been good, pri¬ 
marily because of the economy. “Four or 
five major sponsors are not returning this 
season because of the money,” he said. 
Two that have returned are Budweiser and 
Chevrolet, and Jones hoped to have other 
replacements before the season opens. 

On the TV side of the Browns games, 
Neal Van Ellis, vice president and general 
manager of wkyc-tv, seemed moderately 
optimistic. “This is Browns country,” he 
said. Genesee beer has been set as one 
major sponsor, and others are in negotia¬ 
tions. 

Kmox(am) St. Louis, radio rights holder 
for Cardinals football games, has spon¬ 
sors that include Anheuser-Busch (which 
also happens to own the preseason TV 
rights), Datsun, Texaco, TWA, Tru- 
Value Hardware and Southwest Bell. 
Ksdk-tv St. Louis, the preseason TV orig¬ 
inator, has a line-up including Anheuser- 
Busch, Kero-Sun heaters. Southwest Bell 
and Burger Chef. 

Mutual Broadcasting is the radio rights 
holder for the Pittsburgh Steelers with 
wTAE(AM) Pittsburgh, the radio originator. 
Some of the sponsors this year include 
TWA, Pittsburgh National Bank and 
Baily’s Juice. Both wtae and the Steelers’ 
preseason TV originator, wpxi Pittsburgh, 
are involved in the promotion of a dinner 
banquet to be held Oct. 9 commemorating 
the Steelers’ 50th anniversary. Proceeds 
will go to Children’s Hospital. 

WGST(AM) Atlanta is the radio origina¬ 
tor for the Atlanta Falcons games, the 
rights to which are held by Mutual Broad¬ 
casting. Mutual handles the advertising for 
a regional network of 121 stations, but 
wgst sells its own, some 23 spots per 
game. It sold out three months ago. Foot¬ 
ball advertisers include Coca-Cola, 
Chevron and Delta Airlines. Automobile 
and beer spots are sold exclusively by 
Mutual. The station promotes its football 
coverage with a contest in which the grand 
prize is a trip to the Super Bowl. A 
luncheon is also held, with the proceeds 
going to the Georgia Special Olympics. On 
the TV side, waga-tv has the rights to 
three preseason games this year. Ad¬ 
vertisers include Union Oil, Delta, Mc¬ 
Donald’s, Strohs (regular and light) beer, 
Exxon and Datsun. 

WmaL(am) Washington is the originat¬ 
ing station on the Redskins football radio 
network which comprises about 100 sta¬ 
tions. The station expects to be sold out by 
the beginning of the season with sponsors 
including Chevrolet, Roy Rogers fast food 


chain (Marriott), McDonald’s, AMC, 
Anheuser-Busch and Kodak. The station 
promotes its coverage with an ad campaign 
encouraging television viewers to turn 
down their TV volume and listen to the 
game on radio. Wm al also is involved with 
a promotional effort to raise funds for the 
Ronald McDonald House. Redskins TV 
games are carried by rights-holder wjla- 
tv Washington. Tom Cookerly, the sta¬ 
tion’s president and general manager, said 
that sales were about 20% ahead of last 
year. Advertisers include Strohs beer and 
Toyota. 

Clayton Kaufman, station manager of 
wccO(AM) Minneapolis, reported that 
sales for the Minnesota Vikings games are 
“virtually sold out.” Major sponsors are 
Twin City Federal, Pabst, Chevrolet Motor 
Division, Tru-Value Hardware, Farmers 
Insurance Group, Xerox Retail and Frito- 
Lay. A wccO-tv Minneapolis spokesman 
said that the station had sold out its spon¬ 
sorships two months ago. Major adver¬ 
tisers are Pabst, Mutual Service In¬ 
surance, Northwest Bell, Northwestern 
Bank, General Mills and Dodge. 

At wnew(am) New York, Vice Presi¬ 
dent and General Manager Jack Thayer 
said Giants sales are “terrific, ahead of last 
year by 25% ” Major advertisers are Trans- 
World Airlines, Manufacturers Hanover 
Trust, Toyota and Budweiser. 

Wnew-tv New York reported sales are 
approaching sold-out status for the Jets. 
Clients represented are Miller Brewing, 
United Airlines, Coleco, Ford Motor, 
Brown-Vintners, New York Daily News , 
Federal Express, Mattel and The Gap. 


Sidebar*. P r o Sports Entertainment, 
Naw York, has two taoto&ll senes and 
several special prOyrom lea'ures avsna 
hie for slal oni this year. A" d vice pruSi 
den: oF stalicm ns las “any Ve la, sports 
i --i;:.l s;.i -sf; to stations and advertisers a r e 
ho:h going whI For I he 22 'weeks of the 
hair-hour height picfliam. iYFF. \Ytink 
Review, and Ihg 21 week * all-hour 
NFL Si totkly ,lf4wuiiK. Vella says Pro 
Bports yuosf.nlees advertise'5 
C^eroge of te'ev sic- households and 
already has twn-lhiros or -hot guarantee 
lined up. Ad saley. ho orlos, are 'e*- 
cel ant with msyC- sponsors Cao.-s and 
Mazda and -'Olaroid also -eavily com¬ 
mitted Fou rlh -qua -e^ spec ;; It- i re ?_ five 
program set of hour bro&dcafils under 
tn? urr'zelia title. NFL* Be# fir^ and 
tor January F*C Sports 13 se ling Super 
Memories of the Super Howl. 


WcbS(am) New York said it’s “close to a 
sell-out” on the Jets. Strong advertisers 
are Budweiser, Datsun, Eastern Airlines 
and Manufacturers Hanover Trust. 

Wwl(am) New Orleans said the station 
had sold out its time for Saints games. Ac¬ 
tive advertisers are Chevrolet, Budweiser, 
Gulf and Goody’s. On the TV side, wwl- 
tv said sponsors signed include Coors 
Beer, Popeye’s Fried Chicken, Oldsmobile 
Dealers and Miller. 

Owen Weber, general sales manager of 
wcbm(am) Baltimore, said sales are 
“going reasonably well,” with about 50% 
of the Colts schedule sold. He indicated 
that some advertisers are holding back but 
will buy closer to air date. Major clients 
already signed include Miller Brewing, 
Maryland National Bank and Datsun. Ar- 
nie Kleiner, vice president and general 
manager of wmar-tv Baltimore, called 
business “better than last year,” with 
Toyota and Miller Brewing among the 
main sponsors. 

A sales official of wbz-TV Boston re¬ 
ported that sales for New England Patriots 
games are ahead of last year’s pace and 
more than 50% of the advertising invento¬ 
ry has been sold. He declined to list the 
names of clients signed. 

Philip Press, director of sales for wcau- 
tv Philadelphia, reported that the Phila¬ 
delphia Eagles football schedule is “vir¬ 
tually sold out” and the station has re¬ 
tained some positions for local advertisers. 
Among advertisers signed are Anheuser- 
Busch, McDonald’s, Buick Dealers of 
Eastern Pennsylvania, New Jersey and 
Delaware. Similarly, wip(am) Philadelphia 
is about 95% sold, according to Bill Dall- 
man, vice president and general manager. 
Represented on Philadelphia Eagles foot¬ 
ball in the fall will be Michelob Beer, Hon¬ 
da, TWA, Getty Oil, Eastman Kodak, 
Purolator, M.A.B. Paints and Frito-Lay. 

A sales executive at kcmo-tv Kansas 
City said its Chiefs schedule is “sold out” 
for its games to a list of clients including 
Getty Oil, Anheuser-Busch and Toyota in 
major positions. 

Sturges Dorrance,'vice president and 
acting general manager, king-tv Seattle, 
said sales have been“reasonably good”for 
Seahawks football. He preferred not to 
mention sponsors since some contracts are 
still in negotiation. 

Phil Costin, general sales manager of 
wiod(am) Miami, said that Dolphins 
games had been completely sold out by 
the first week in June. Returning sponsors 
on the regional network of 15 stations in¬ 
clude Air Florida, Anheuser-Busch, 
Chevrolet, Chevron and Union Carbide. 

At wbbm-TV Chicago, Peter Lund, vice 
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president and general manager, called 
sales “good again this year” for the Bears 
games, with Anheuser-Busch among the 
earlier clients to come on. Major radio 
sponsors on wbbm(am) radio games, ac¬ 
cording to Greg Peterson, vice president 
and general manager, are Strohs, Honda 
and Checker Oil. 

Dick Dailey, executive producer at 
WTOG(TV) Tampa-St. Petersburg, Fla., said 
that the “Buccaneers have always done 
well” and having made the play-offs only 
increased interest there. He said sales are 
“ahead of last year,” with major sponsors 
including GTE and Miller Beer. At 
WDAE(AM) Tampa, David Milner, vice 
president and general manager, said sales 
are “about on par with a year ago” Major 
advertisers include Chevrolet, Anheuser- 
Busch and Gulf Oil. 

Larry Levite, president of wben(am) 
Buffalo, N.Y.; explained that the Bills 
games are a “sell-out every year” The big¬ 
gest sponsors for this season's games are 
Anheuser-Busch and Chevrolet. 

At knx(am) Los Angeles, the new 
rights holder of the Raiders, it's also a 
sell-out, according to Dean LeGras, 
general sales manager, with sponsors in¬ 
cluding Datsun, Anheuser-Busch, Mobil, 
Blue Shield Insurance, Farmers Auto In¬ 
surance, Wells Fargo Bank, Fatburger, 
KNXT(Tv) Los Angeles, Atari and TRW. 

■ David Halberstam, manager of the 
sports division of the Katz Radio, New 
York, characterized 1982 as “a fairly good 
year,” for football sponsorship but by no 
means a blockbuster. He believes the 
economy has had some deterring effects 
but finds that association with sports by 
sponsors usually means they have a com¬ 
mitment to this type of programing. The 
yardstick is not the caliber of the team, 
Halberstam contends. He cites Anheuser- 
Busch as the leading radio sports adver¬ 
tiser and points to the Xerox Stores and 
Eastman Kodak as 1982 advertisers new to 
football. Halberstam said some stations 
this year have expanded their pre- and 
post-game shows to make more inventory 
available to advertisers. Katz represents 10 
stations with sports franchises. 

In the wings for spring of ’83: 

An infant USFL that already has 
national TV and cable contracts 

In the three months since the United 
States Football League announced its for¬ 
mation, it has lost no time in naming a 
president, former ESPN chief Chet Sim¬ 
mons, and concluding national broadcast 
television and cable television rights 
agreements with ABC and ESPN at a com¬ 
bined value believed to be about $35 
million. 

In addition to organizational duties this 
summer on schedules, stadiums and per¬ 
sonnel selection, negotiations have been 
started for a national radio coverage agree¬ 
ment (according to one source involved, 
most of the national radio networks have 
“expressed an interest”) as well as agree¬ 
ments concerning local radio and televi¬ 
sion packages. However, none of those 
contract talks are expected to be com- 


What major schools get from local-regional radio and local TV 




Radio 

TV 

Total 

Conference 

Teams 

stations 

stations 

rights 

Atlantic Coast 

8 

345 

8 

$253,000 

Big Eight 

8 

227 

27 

328,000 

Big Ten 

10 

352 

26 

527,000 

Pacific Ten 

10 

137 

28 

642,000 

Southeastern 

10 

779 

61 

595,000 

Southwest 

9 

200 

11 

300,000 

Western Athletic 

9 

67 

8 

228,000 

Others and independents 

68 

892 

148 

597,000 

(sample) 





Totals 

132 

2,999 

317 

$3,470,000 


pleted before the end of the summer. 

The ABC and ESPN contracts assure 
that three USFL games will be carried live 
on national television each week during 
the first two seasons of its existence- 
assuming that the league gets off the 
ground as scheduled in March 1983. 

The ABC contract, valued at about $20 
million for two seasons of coverage (with 
options on the next two and a right of first 
refusal for the year after that), spells out 
that network's right to televise 20 games 
per season, a game each week on Sunday 
afternoon as well as one prime time 
telecast, and exclusive coverage of the 
league's playoff and championship games. 
The USFL season is scheduled to run 
from March to July. 

The ESPN agreement calls for the cable 
network to carry two USFL games per 
week in prime time, probably on Monday 
and Saturday of each week. ESPN will 
cover 34 games during each season of its 
two-year contract, but no playoff or cham¬ 
pionship games, which remain the ex¬ 
clusive right of ABC for at least two years. 
Options that ESPN may have on years 
following the initial contract remain an 
open issue. 

Revenues derived from all the rights 
deals—national and local —will be shared 
equally among the franchises, a total of 12 
at this time. 

According to league officials, the pacts 
represent the first time that a new profes¬ 
sional sports league has been able to 
negotiate a television network rights deal 
for its inaugural year. 

Cable cuts itself in for even bigger 
slice of the football action 

Three major basic cable networks—Turner 
Broadcasting System's wtbs(tv) Atlanta, 
ESPN and the USA Cable Network—are 
committed to extensive coverage of col¬ 
lege or professional football (excluding the 
National Football League), or both. 

Wtbs(tv) has secured the exclusive 
rights, over the next two years, to 38 
prime-time National Collegiate Athletic 
Association football contests (19 per 
season) for $17.6 million. The games will 
be carried live and, for the most part, on 
Saturdays with a smattering of Thursday 
games and one Sunday contest. The TBS 
contract, which provides for coverage of 
NCAA football on a “supplementary” 


basis, contain a number of conditions con¬ 
cerning game selection. (Aside from the 
consideration, one of the primary factors 
motivating the NCAA to enter the con¬ 
tract was to get more schools covered on a 
national basis.) ABC and CBS, which also 
have football-rights agreements with 
NCAA, have first pick of games. And they 
have until Monday noon of each week to 
make their choice for upcoming games. 
Beyond that, any NCAA team covered on 
national television in the previous season 
is ineligible for the TBS package. In addi¬ 
tion, of the 17 teams covered on a regional 
basis two or more times last year, TBS may 
elect to cover a maximum of four. 

Don Ellis, a 31-year veteran of network 
television, has been named producer of 
the TBS NCAA football games. He spent 
16 years with NBC Sports where he pro¬ 
duced coverage of college and professional 
football, major league baseball and profes¬ 
sional golf. He also produced and directed 
the Peabody award-winning Baseball 
World of Joe Garagiola program. 

In addition to the coverage it will be pro¬ 
viding for the newly formed United States 
Football League, the Entertainment and 
Sports Programing Network is entering its 
third year of Canadian Football League 
coverage and will carry 34 regular-season 
college games and nine post-season bowl 
games. 

ESPN will carry 30 regular-season CFL 
contests (all but six are live) and five play¬ 
off games including the championship 
Grey Cup match scheduled for Nov. 28. 

ESPN's college games coverage will be 
carried on a tape-delayed basis and will 
average about three games per weekend 
during the season. The network will cover 
the entire 11-game Notre Dame schedule, 
which is part of a package put together by 
Metro Sports, a syndicator/producer based 
in Rockville, Md. The bowl games for 
which it has cable exclusivity include the 
Independence, Liberty, Tangerine, Holi¬ 
day, California, Aloha, Hall of Fame and 
Blue Bonnet. The network has total televi¬ 
sion exclusivity for the Senior Bowl. 

USA will carry between 50 and 55 
taped-delayed college games on Sundays 
and Mondays during prime time. Its 
lineup includes, nine University of 
Georgia games, five USC contests and a 
package of seven Atlantic Coast Con¬ 
ference games put together by Raycom, a 
sports syndicator in Charlotte, N.C. □ 
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